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Abstract 
People travel for a variety of reasons, to escape, to explore, to understand, to experience. 
Managing a tourist destination is essentially the combined management of all the 
components that make up the destination. Destination Management is a strategic approach 
to coordinated management of infrastructure, services, visibility of the destination, which 
allows avoiding small fragmented efforts and wasting resources. Based on those statements, 
the current study aims at investigating Chalkidiki as a tourism destination and how it can be 
developed and be an attractive destination all over the year. For this purpose, a primary 
quantitative research was conducted and the findings suggest that 80.5% of the respondents 
have their own knowledge about Chalikidiki, 46.8% acquire information mouth to mouth, 
16.9% from social media and only 13% from destination related websites as well as 
regarding the limitations of Chalkidiki in winter, 31.2% of the respondents answer that 
Chalkidiki is not an appealing destination, while 13% state that Chalkidiki does not offer 
enough activities and 6.5% that the destination does not has enough visitors.  
 
Special thanks to Prof. Eleni Mavragani for her help and guidance regarding this 
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Introduction 
Tourism is a multifaceted phenomenon, mainly economic and social, that has 
witnessed global development, post-war, contributing to local, regional and national 
development. Although conceptually the term 'tourism' is hard to come by despite many 
efforts, mainly by AIEST (Association Internationale d'Experts Scientifiques de Tourisme), 
some of which were inadequate, a fairly general definition of it, involves people moving 
individually or in groups to various tourist destinations and staying with them for at least 24 
hours in order to meet their recreational needs (Boukas & Ziakas, 2016). 
On the one hand, it is the most widespread recreation in countries with a high level of social 
prosperity, and on the other it is considered as one of the major sources of revenue in tourist 
areas, generating jobs, improving and enhancing infrastructure, securing new investment 
funds and raising the standard of living of the local population. In particular, for our country, 
it is perhaps the most basic pillar of the national economy, but also of national development 
policy, with all the positive consequences for the continental and island regions, which are 
plagued by unemployment, degradation, urbanization and a low standard of living (Andraz 
& Rodrigues, 2016). 
Greece, located at the meeting point of continents and seas, has all the 'natural equipment' 
needed for a spectacular development of green tourism, especially in today's difficult, in its 
territory, and internationally-financed conditions, provided it seizes the opportunities 
presented and in particular with the strong shift of the global tourism environment to 
alternative forms. 
For this reason, it is very interesting to try first of all to approximate the tourism 
phenomenon and its individual components, as well as the factors that influence or are 
affected by it. The study also focuses on the area of Chalkidiki, and through quantitative 
research results in proposals regarding the development of the area as a tourist destination. 
Concerning the structure of the work, the theoretical framework with references to tourism, 
sustainable development and management of tourism destinations is presented first, 
followed by the research methodology, research results and conclusions with suggestions. 
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Chapter 1 Conceptual Approach to Tourism 
1.1.  Defining Tourism  
The term “tourism” was first used in England in the early 19th century, and it was 
founded in 1855 by pioneer Thomas Cook as the first touring club, the English “Circular 
Club”, followed by the French “Turning Club” in 1890, and five years later, the “Hellenic 
Tour Company”. 
The term “visitor”, a precursor to the term “tourist”, has a clear conceptual meaning at the 
UN meeting in Rome in 1963 and includes any person moving to a country other than their 
permanent home for any reason other than from that of practicing a paid profession. Due to 
the peculiarities and importance of this phenomenon in the fields of economics, society, 
culture, politics and the environment, many scientists have, over time, attempted to refine 
the concept, not always successfully, since depending on the scientific context, the 
determination was different. 
Hristov and Ramkissoon (2016) state that both the wide range of incentives for travel (for 
some it is recreation, for others human activity, while for others it is a social need) and the 
length of stay constitute an obstacle to the clear definition of the term. The first definition 
adopted by many, though not the economic and social consequences of the phenomenon, 
was given in 1942 by Hunziger and Krapf and concerned the group of non-profit phenomena 
emerging from one's journey and residence in a new place, for half a century. later, Mill and 
Morrison, extend the duration of the above phenomena from making the journey to the 
memories of returning. 
It is widely accepted today that the definition of a tourist phenomenon as economic, social 
and multiperspective is intended to cover one's physical and mental needs due to their 
conscious and temporary movement abroad for a period of up to one year (Gossling, Scott 
& Hall, 2018), which in the most recent definitions is specified above the 24 hour mark 
(Polyzos, 2015). According to the United Nations agency dealing with the tourism industry, 
the World Tourism Organization (2015), it has evolved into one of the fastest growing 
sectors of the global economy and given its close link with the overall development 
framework of each region, has become a key driver for socio-economic progress. 
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The number of tourism companies worldwide exceeds the number of petroleum, food or car 
industries. Tourism plays one of the major players in international trade, and is also one of 
the main sources of revenue for many developing countries, dependent on increased 
diversification and competition between destinations. This global expansion produces 
economies of scale in many related sectors (manufacturing, agriculture, 
telecommunications). 
1.2. The Components of tourism 
The noticeable financial differences of tourism in relation to other like industries are 
(Igoumenakis & Kravaritis, 2004): 
(a) the characterization of tourist services as intangible and exportable, since tourism 
products, which are essentially tourist services, have no material substance and are 
consumed entirely by the tourist at their place of production. 
(b) the search for appropriate quality and quantity infrastructure by visitors of high 
standards to meet their needs 
(c) the complexity of tourism products which has an indirect or immediate impact on 
many economic sectors 
(d) high tourist seasonality due to climatic conditions, social or economic crisis 
(e) tourism elasticity of income and product price, which distorts tourism demand. 
1.3. The concept of the tourism product and seasonality 
Tourism product' means all the types of sub-types of tourism (e.g. sun and sea tourism, 
urban, business and mountain tourism) made available by local producers - hosts, in order 
to make a profit, meeting the corresponding needs of consumers - tourists. The components 
of the above term, in descending order, are (Seraphin et al., 2018): 
(a) points of interest of the tourist area constituting the primary tourism offer and which 
persuade the traveler to opt for other destinations, such as natural resources, the natural 
environment and historical and religious monuments; 
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(b) the local population of the tourist area, which in general conducts, has a direct impact 
on the quality and character of the tourist product as a result of the osmosis of the first 
with the population of visitors 
(c) accompanying infrastructures in the region, which are mainly state-owned, designed 
to meet current trends in the tourism market and to attract a wider range of potential 
tourists, always in line with the existing tourism development strategy, such as the 
creation of a modern center sports facilities 
(d) the living environment and the opportunity for recreation are more important pursuits 
of a tourist, which will lead him to lean towards choosing a particular place for tourism. 
These factors have a major impact on the tourist attraction and thus the commerciality of 
such an area. 
 (e) the transport infrastructure of the site, including all existing motorways, ports, 
airports and railways, providing the traveler concerned with a speedy and safe passage, 
convenient movement within the tourist area at the lowest cost and at the lowest cost; 
consistency with the timetable applied. 
The Greek tourism product revolves around the main tourist pillar "sun and sea" and to a 
lesser extent than travel tourism. This quantitative distribution is fully justified by the 
country's geographical location on the world map and its available natural and cultural 
richness, while leading the researcher on the strong seasonality of the tourism product, with 
all its negative consequences (EOT, 2015). This particular feature restricts the choices of 
the tourism industry, forcing it to move into tourism forms that not only tire both sides 
(producers and consumers). 
1.4. Tourism in Greece 
Tourism in Greece in terms of its organization can be characterized as mass, 
organized or holiday, while in the last decade there is a strong tendency to increase 
alternative tourism in the country, with a particular focus on culture and the natural 
environment (Sheehan et al., 2016). Alternative tourism in Greece as mentioned in the 
previous chapter has several forms such as cultural tourism, winter tourism, agrotourism and 
sports tourism. Also, very popular today are forms of tourism that are complementary to 
mass tourism and which target specific pieces - consumer groups with particular 
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characteristics and needs (Sheehan et al., 2016). Examples of such forms of cheese are health 
tourism, professional tourism, conference and exhibition tourism (Sheehan et al., 2016). 
Greece is one of the top tourist destinations worldwide, with 2010 being one of the top 10 
tourist destinations (Sheehan et al., 2016). According to the Hellenic Tourism Business 
Association (SEETE), the tourism sector is one of the pillars of the Greek economy and the 
most dynamically growing sector as well (http://sete.gr): 
• The share of tourism industry in GDP is steadily above 15% and in some periods it 
has exceeded 18%. Specifically, in 2012 tourism contributed to the country's GDP 
of 16.4%. 
• The tourism industry employs workers with various qualifications and levels of 
education in a wide range of activities. Specifically, in 2012, total employment in 
the tourism industry accounted for 18.3% of the country's employment (688,800 
jobs). 
• In the Greek area, one in five citizens is directly or indirectly linked to the tourism 
industry. 
• It is also a fact that every Euro consumed in the tourism industry is responsible for 
twice as much secondary consumption in the rest of the economy. 
In addition, it is a fact that the tourism sector in the Greek area besides its great importance 
for the Greek economy is also one of the sectors in which Greece appears highly 
competitive. Below are some key elements and indicators of Greek tourism that illustrate its 
importance to the Greek economy. 
It is observed that despite the fact that the Greek tourism market share in the world and in 
the European market has almost remained stable, the other indicators show a declining 
course in the first years of the economic crisis. Revenues of the Greek economy from the 
tourism sector decreased by 10% between 2008 and 2011 and the percentage of those 
employed in the sector decreased. The financial crisis is characterized by events and impacts 
that can last for quite a long time without a reliable prediction (Prideaux & McNamara, 
2013). For this reason, there is enough literature examining whether the tourism industry is 
ready to respond to a crisis, with a focus on issues related to the impact of the crisis and the 
preparedness of these regions on them. 
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1.5. The Pros and Cons of Greek Tourism 
Tourism in the Greek area enjoys significant advantages compared to other 
countries. Nevertheless, the Greek tourist product also has disadvantages which hamper its 
development. The country is called upon to exploit its advantages and minimize its 
disadvantages in order to improve the position of Greek tourism on a global scale 
(Rukuiziene, 2014). The main advantages of Greek tourism are the following 
(Venetsanopoulou, 2006; Sheehan et al., 2016): 
• The rich natural environment of the country. 
• Good climatic conditions and Mediterranean climate. 
• The large number of islands and countless beaches are ideal for summer holidays. 
• The innumerable monuments of Greek culture. 
• The spiritual cultivation and the developed sense of hospitality of the Greeks 
• The positive image of the tourist product. 
 
The main disadvantages of Greek tourism are the following (Venetsanopoulou, 2006; 
Sheehan et al., 2016): 
• Occurring problems at times in the transportation and reception facilities of tourists. 
• Greece is a comparatively expensive tourist destination compared to other 
competing destinations. 
• Greek tourism is heavily reliant on the summer months giving less importance to 
other forms of tourism and other seasons. 
• There is a strong seasonality that affects the cost and quality of the product. About 
50% of visitors visit the country during July, August and September (SETE, 2010). 
• The majority of tourists visit specific areas such as islands, Athens and Crete. 
• Promoting the country abroad through the use of the media is often inadequate and 
delayed. 
• Absence or continuous change of tourism policy and tourism development plan. 
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Chapter 2 Sustainable Tourism Development 
2.1. Strategic Management 
The term Strategic Management or Strategic Management refers to all the decisions 
and actions that need to be taken to achieve the goals set by a business or organization in 
the pursuit of their vision and mission and which determine, in the long run, its effectiveness. 
Strategy is essential for the viability of a business - an organization, as it helps to understand 
its potential and opportunities from the outside to create a comparative and competitive 
advantage and sets out guidelines that lead to its goals being achieved. vision and mission 
(Dermetzopoulos, Christou & Bonarou, 2016). 
Strategic management is done through the following steps: 
i. Internal and External Environment Analysis (SWOT analysis) 
ii. Developing a Strategy 
iii. Strategy Implementation 
iv. Evaluation and Control. 
Internal and external environment analysis (i) is the strategic analysis that is required first 
to provide a "deeper understanding of the changing environment". It is about examining and 
evaluating the internal and external environment of the organization. The internal 
environment refers to the characteristics of the organism itself (culture, organizational 
structure, resources, etc.) while the external environment to variables outside its control. 
The simplest way to carry out this evaluation is by the SWOT method. The acronym comes 
from the words Strengths, Weaknesses, Opportunities and Threats, which are the strategic 
factors. More specifically, the SWOT analysis consists of identifying, recording and 
evaluating the strengths and weaknesses of an organization that make up its internal 
environment, as well as the opportunities and threats arising from it. the external 
environment. 
The strategic analysis phase is followed by the Development of a Strategy (ii) to create a 
long-term development plan that seeks to exploit the potentials and minimize disadvantages 
while effectively managing the opportunities and risks of the external environment. In order 
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to formulate a development strategy, the organization's Vision and Mission must first be 
defined (Tagaras, 2018; Wheelen & Hunger, 1995). Vision is essentially the reason for the 
existence of the organization, formulated to express the philosophy of the organization, 
"what is now, but also what it would like to do in the future". It defines the reasons why an 
organization is different from others of its kind while setting general goals for 
implementation. Vision and mission are often considered different concepts, mission 
expresses 'what is now' of an organization, and vision 'what it would like to do in the future' 
(Wheelen & Hunger, 1995). 
Then, the strategic (objective) goals, which are specific in terms of their activities and 
timing, but also quantitative, are formulated. Defining them is necessary to formulate a 'clear 
and coherent strategy'. Their successful implementation implies fulfilling their mission and 
vision. Following is the definition of the strategies through which the vision and strategic 
goals are actually achieved (Tagaras, 2018). The strategies emerge from the SWOT analysis 
previously carried out. There are four types of strategies based on the analysis performed. 
SO strategies can be exploited that exploit the strengths (S) to exploit opportunities (O) from 
the outside environment or ST strategies that utilize the strengths (S) to respond to threats 
(T). At the same time, WO strategies are formulated that effectively exploit (O) 
opportunities to mitigate the weaknesses (W) of the organization, while finally developing 
WT strategies that aim to limit the weaknesses (W) to respond to threats (T) (Tagaras, 2018). 
Following the formulation of strategies is followed by the definition of policies, which are 
essentially the guiding principle for decision-making. This is where the measures proposed 
to be implemented are listed (Tagaras, 2018). These policies are further analyzed through 
the definition of specific projects and actions to be implemented. 
Strategy Implementation (iii) is the process by which the strategies and policies outlined 
above are developed into Programs, Budgets and Procedures. At this stage it is very likely 
that changes in the organizational structure and culture of the organization will occur. 
However, the characteristics of this process are the dynamism and flexibility that allow an 
organization to adapt to ever-changing data. For the Programs, these are reports outlining 
the steps needed to implement the strategic plan. Budgets analyze and quantify the Programs 
and present the benefits and costs. Finally, the Procedures outline the steps to take to get the 
job done. 
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The final phase of a strategic plan is Evaluation and Control (iv), where the strategy 
performance is monitored and the actual and desired results are compared. Their evaluation 
enables them to make decisions regarding corrective interventions and problem solving. It 
may also identify weaknesses in strategic planning, either in the formulation phase (ii) or in 
the implementation phase (iii), which may lead to the re-launch of the overall process. 
Evaluation and control complete the basic model of Strategic Management (Alvarez, Yuksel 
& Go, 2016).  
2.2 Sustainable Development and Tourism  
2.2.1 Sustainable development  
The concept of sustainability or sustainable development has emerged and 
developed dynamically, both in terms of conceptual identification and in the process of 
achieving it, in the last decades of the 20th century (Hartman, 2016). It comes from the 
English term 'Sustainable Development', which is translated as sustainable or sustainable 
development, and the term supportive development has also been used in order to be as 
faithful as possible in Greek (Andriotis, 2008). What led to the search for sustainability was 
the concern about environmental issues and the impact on human activities, as well as on 
socio-political development issues (Boukas & Ziakas, 2016). 
The term "sustainable development" came to prominence internationally in 1992, following 
the United Nations World Summit on the Environment in Rio de Janeiro, Brazil. The content 
of the term, as defined by the UN World Commission on Environment and Development 
(1987) is: "development that meets the needs of the present, without diminishing the ability 
of future generations to meet their own needs". In more detail, the three overarching goals 
of sustainable development, both short and long term, are: economic efficiency, social 
justice and environmental protection (Serra, Font & Ivanova, 2017). 
According to the World Commission on Environment and Development and as defined in 
the Brundtland report or otherwise, Our Common Future, as published in 1987, "Sustainable 
or sustainable development is development that meets its needs. without compromising the 
ability of future generations to meet their own needs". This definition encompasses two 
basic concepts, on the one hand, the concept of needs, and in particular the basic needs of 
the poor of the world, which should be prioritized, on the other the concept of the constraints 
 14 
imposed by the state of technology and social organization on capacity of the environment 
to meet present and future needs. 
It is essentially a process of change and continuous evolution concerning the tripartite 
environment, society and economy. The goals of sustainable development are to protect the 
environment, to achieve social equality and justice and to make the economy more efficient. 
Critical sustainability issues, as stated in the Brundtland report, are meeting basic needs (for 
work, food, energy, water and hygiene) and ensuring a sustainable population level, 
revitalizing and changing growth quality as well. and the interconnection of the environment 
with the economy and decision-making, the preservation and enrichment of environmental 
resources, the redefinition of the use of technology and the management of the resulting 
risks (World Commission on Environment and Development, 1987). 
Correspondingly, in the field of tourism, the most widespread definition is that proposed by 
the World Tourism Organization, which states: "Development that meets the needs of 
tourists and the host areas here, while protecting and enhancing opportunities for the future. 
It is believed to lead to the management of all resources in such a way as to meet the 
economic, social and aesthetic needs, whilst preserving cultural integrity, important 
ecological processes, biological diversity and life support systems" (WTO, 2001). These 
definitions cover the concept in theory, but do not offer a practical way of measuring the 
viability of an area, much more than an activity such as tourism. 
The European Union in the following decade, but also the 2002 United Nations World 
Summit on the Environment in Johannesburg, placed on the one hand the triple importance 
of sustainable development (economic-social-environmental) and, on the other, the 
necessity a prerequisite for the rational management of natural resources in order to achieve 
sustainable development. In particular, sustainable tourism requires rational use of natural 
resources, respect for biodiversity, minimization of adverse ecological, social and cultural 
impacts and maximizing the benefits to the environment and local communities. It is 
therefore clear that any tourism policy should be compatible with the principles of 
sustainable development that form the frame of reference of any modern policy (Kokosso et 
al. 2011). 
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2.2.2 Sustainable tourism development  
According to Law 4582/2018 on Thematic Tourism and Special Forms of Tourism, 
sustainable or sustainable tourism development is defined as: 
 "Sustainable, balanced, social, cultural and economic development, which, 
while respecting the environment, enhances entrepreneurship, stimulates 
employment, creates opportunities for young, socially disadvantaged and 
long-term unemployed, contributes to the well-being of citizens, tourism 
destinations based on the comparative advantages and cultural identity of 
each region, benefit and benefit from the solidarity economy". 
A simpler expression of this definition, and according to the World Tourism Organization 
(WTO), sustainable or sustainable tourism is' tourism that takes full account of its present 
and future economic, social and environmental impacts and responds to needs. visitors, 
industry and communities to the host destinations. Development strategies, in the context of 
sustainable tourism, can be applied to all forms of tourism (some of which will be discussed 
below) and to all types of destinations. The principles of sustainability concern the 
environmental, socio-political and economic aspects (triptych) of tourism development, 
among which there must be harmony and balance in order for growth to be sustainable in 
the long run. 
Today the assumption that only a development model with balanced design and 
management features would be sustainable and competitive is universal. Thus, today's 
tourism policy also focuses on promoting sustainable development. Sustainable tourism 
development is defined as tourism development that is balanced in the local, social, 
economic, cultural and environmental structure of each tourism area, while setting 
conditions (services, infrastructure, know-how) for its continuous feedback. 
Sustainability in tourism focuses on issues such as (Andriotis 2008): 
• Equality of the local community in terms of living standards and quality of life and 
its participation in tourism development 
• The satisfaction of the needs and wishes of the tourists and the requirements of the 
tourism industry. 
• Protecting the resources that underlie tourism (natural and anthropogenic 
environment). 
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• Maintaining or enhancing the competitiveness of the tourism industry and in general 
the feedback of growth. 
• The use of alternative forms of tourism mainly as a key axis of local tourism 
development. 
More specifically, an effort is being made to expand the local production base through the 
cooperation of all the productive sectors of the region with tourism. There is also an attempt 
to optimize human resources and promote the local tourism product in the tourist markets. 
To promote sustainable tourism development, it is necessary to establish a comprehensive 
institutional framework that demonstrates the involvement of all local professional, 
institutional and social actors involved in its planning not only in tourism development but 
also in general development (Cocos & Chartas, 2001; Alvarez, Yuksel & Go, 2016). 
In sustainable tourism development, the natural and structured environment is the basis on 
which tourism policy is designed. The particular importance of the natural and structured 
environment is demonstrated by the specific policies adopted to develop, protect and 
promote them through social and environmental balances, practices and measures. Special 
and alternative forms of tourism include those special characteristics that make them a 
separate basis for promoting a sustainable model of tourism development. That is, many 
alternative forms of tourism are gently integrated into the local production and social 
structure, do not require large infrastructure, aim at protecting the environment and promote 
the demand for socially responsible tourism. 
The European Charter for Sustainable Tourism in Protected Areas defines sustainable 
tourism as not only the natural environment but also the anthropogenic and cultural 
environment, "any tourism development or management activity that provides, in the long 
term, protection and conservation of natural, cultural and social resources and contributes, 
in a positive and fair way, to the economic development and prosperity of people living, 
working or visiting protected areas (Boukas & Ziakas, 2016). 
Sustainable tourism, therefore, is a form of "parallel tourism industry" that aims at tourism 
development, but at the same time being careful to ensure that the impacts of this 
development are as harmless as possible to the environment and sensitive ecosystems. It is 
essentially a new vision of tourism development, which incorporates all modern ecological 
concerns. 
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More specifically, the development and implementation of sustainable tourism achieves 
both the economic growth and environmental sustainability of local communities in 
combination with revitalizing the countryside, controlling tourism impacts on cultural 
heritage and traditions, improving living conditions by adopting specific strategies. to meet 
the needs of the present and at the same time ensure better conditions in the future (Kokosis 
& Tsartas, 2001). 
The literature on sustainable tourism places great emphasis on comparing this model with 
mass tourism that existed in the past and which, while contributing to the economic 
prosperity of regions and states as a whole, had disastrous consequences for various 
destinations and local populations. Sustainable tourism development requires the 
involvement of all relevant and fully informed actors as well as strong political leadership 
to achieve broad participation and consensus. This is an ongoing and evolving process, 
which requires continuous monitoring and impact monitoring, and should include the 
necessary preventive and / or remedial measures if deemed necessary. In addition, the 
quality of the tourist experience is at stake, as sustainable tourism development should 
maintain high levels of tourist satisfaction and provide them with a meaningful experience, 
raising their awareness of sustainability issues and promoting sustainable tourism practices 
(WTO, 2015). 
The World Tourism Council (WTTC) in its recent report on tourism, "Sustainability 
Reporting In Travel & Tourism", highlights the critical issues concerning the future of 
tourism. It lists 43 issues that can be summarized in the following eight themes: 
Maintain the viability of destinations in a changing environment: 
• Responsible business practices and leadership 
• Changing innovation guides 
• Evolving labor market and employment practices 
• Tourism and environmental impacts 
• Tourism and health 
• Tourism and human rights 
• Tourism and security. 
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2.3. The Importance of Sustainable Tourism  
Increasingly throughout the world the twin themes of sustainability and sustainable 
development dominate and pervade almost every aspect of modern life. Generally, 
sustainable development has two important but complicated concepts: the concept of needs 
and the concept of resources. In reality, human needs are not limited but resources clearly 
are. However, many researchers have clarified the significance of sustainable tourism and 
the concept of sustainability in the context of tourism. For example, Benckendorff, Xiang 
and Sheldon (2019) note that sustainable tourism has established inherent values connected 
with integrated economic, social and cultural goals and Flagestad and Hope (2001) believe 
that sustainable tourism is facilitating the promotion of the quality of the local society, 
tourism and environment. Sharpley and Telfer (2015) articulate that sustainability assists in 
enhancing life patterns and reducing poverty, uplifts social participation in decision-making 
processes, maintains effective environmental sustainability strategies and is of value in 
handling risk and uncertainty. Tubb (2003) argues that sustainable tourism development 
focuses on three different criteria: firstly, the quality of the tourists, the natural environment 
and the lifestyle of the domestic people; secondly, the stability of tourism, the cultural 
heritage and the natural environment; and finally, the maintenance of equilibrium between 
the needs and wants of domestic and international tourists and those of business people and 
other tourism stakeholders. Andraz and Rodrigues (2016) believe that viability of tourism 
industry has a capacity to develop balance between utilization of resources and capacity of 
natural system, provide employment opportunities to host community people and maximize 
tourist satisfaction that in turns leads to increased amount of visitors.  
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Chapter 3 Destination Management 
3.1. Destination Management 
A tourist destination includes a variety of elements that attract the visitor and satisfy 
the needs of his stay. The existence of some or all of them, and the quality of their supply to 
the tourist, influence his decision to travel to the destination. These data are generally 
categorized (WTO, 2017): 
• Tourism resources, natural, artificial and cultural 
• Services and infrastructures offered to meet the needs of the visitor; the degree of 
accessibility which includes the means of transport and the modes of travel to the 
destination; 
• Picture of the destination meaning the features that attract the visitor and which 
highlight his or her uniqueness or diversity. It incorporates the concepts of 
uniqueness, attractions, environmental quality, security, quality of service, and 
hospitality. 
• Price as an integral part of competitiveness with other destinations, including the 
total cost for the tourist. 
• Human resources that influence the operation, performance, image and development 
strategy of the destination, since we consider tourism to be a labor-intensive 
economic activity, where training, skilled staffing and interaction with the local 
community are of particular importance. 
Managing a tourist destination is essentially the combined management of all the 
components that make up the destination. Destination Management is a strategic approach 
to coordinated management of infrastructure, services, visibility of the destination, which 
allows avoiding small fragmented efforts and wasting resources. 
There are many public or private partners involved in managing a tourist destination. More 
specifically (WTO, 2017): 
• Government Agencies 
• Economic development organizations 
• Local authorities 
• Transport operators 
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• Cultural institutions 
• Accommodation businesses 
• Catering businesses 
• Business and leisure activities 
• Intermediaries - tour operators, media conferences organizers 
• Local consortia and partnerships 
• Local business support agencies 
• Education and training bodies 
These bodies cooperate to a great or small extent for economic, social or environmental 
purposes. The role of DMOs is to combine actions and interests to further develop and 
maintain partnerships, and in particular to facilitate the design and implementation of the 
Destination Management Plan. 
Tourism is a highly competitive economic activity that requires destinations to prove of 
special value to the visitor. In general, effective management of destination resources 
enables this value to be maximized, while providing local benefits and opportunities for 
development (WTO, 2017). 
In particular, long-term benefits such as (WTO, 2017) are created: 
• The establishment of a competitive framework. A strong and particularly attractive 
image of the destination, and the offer of top quality tourist products and services 
are key prerequisites for achieving a competitive advantage. 
• Ensuring sustainable tourism development with an emphasis on maintaining the 
environmental and social integrity of the site. The dispersal of the benefits of 
tourism. Sharing destination resources and achieving common goals multiplies the 
benefits for participants, and especially for SMEs, which have limited funding, 
support and know-how. 
• Improving tourist performance. Prolonged stay, increased revenue per tourist and 
reduced seasonality improve the return on tourism investment. 
• Create a strong and strong destination identity. The importance of the strong image 
and general identity of the destination, in the international tourism market, for the 
"commitment" of the tourist and his return to the destination is becoming 
increasingly aware. 
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3.2. The life cycle of a tourist destination 
The tourism development of an area is based on its local, natural and cultural wealth. 
But as it has been said many times before, the degree and the way it is done has a significant 
impact on the quality of the environment and on the natural and cultural heritage, threatening 
it from one point to the next. Thus, reducing the attractiveness of an area due to 
environmental degradation, in addition to its negative effects on the quality of life of 
residents, often results in a decline in tourism with significant consequences for the local 
economy and society. Academic research in the tourism industry has identified several 
evolutionary stages followed by a massive tourism destination, from the initial stage of site 
discovery, to the local community's active involvement in the business sector and the 
attraction of more tourists to the final stage of the major development, with the main 
business being carried out by foreign businessmen and the escape of most of the tourist 
revenue out of that place. These stages constitute the life cycle of a tourist destination. 
Specifically, the stages of development of a tourist destination are the following 7: 
discovery, engagement, development, consolidation, satiation, and decline (decline) or 
rejuvenation (rejuvenation), mainly resulting from how it is formed the number of tourists 
visiting a destination over time (Alvarez, Yuksel & Go, 2016). More in detail (Morrison, 
Mill 1998; Binter, Ferjan, & Vasco Neves, 2016): 
The stage of discovery is characterized by a small number of tourists who travel 
independently and wish to stay in peaceful surroundings in search of adventure. There is 
hardly any tourist infrastructure in the area. Any advertising image is non-existent. The area 
is usually discovered by these tourists or businesspeople from other parts of the country, and 
the first rudimentary infrastructure in hotels and restaurants appears, with the help of local 
businessmen. The locals treat the tourists as guests. 
Arrivals are becoming more and more frequent at the stage of engagement. The local 
community is beginning to adapt to tourism and recognize it as the main means of 
development. Local entrepreneurs and entrepreneurs from other parts of the country are 
starting to offer better accommodation, dining and entertainment services. The first, small-
scale, tourism investments are emerging and pressure is being put on local authorities to 
increase tourism infrastructure. Advertising begins with the promotion of a specific local 
tourist resource (eg traditional settlement). 
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At the development stage, there is a rapid increase in tourists and the area is promoted and 
advertised as a tourist destination. Almost all industries are slowly being abandoned and 
employment (direct or indirect) is shifting to tourism. More and more foreign investors are 
replacing locals and attracting less 'adventurous' tourists. Tourist relationships with locals 
are gradually becoming commercial relationships. Towards the end of this phase tourism 
continues to grow, but local tourism services and resources are no longer sufficient to 
accommodate the large volume of tourists. The state's contribution to the development and 
implementation of the region's development and promotion programs is also significant. 
Tourism development is now ready to enter the next stage. 
The next stage, the consolidation stage, is characterized by a large number of tourists and 
standardization of services. The local community is beginning to feel that it has lost the 
ability to influence and control the tourism industry in the area. Many of the hotels, airlines 
and other services are now owned by international companies, executing decisions made in 
offices in another state or country. Thus, the population of the community becomes 
financially dependent on the organizations or individuals who, although not living in the 
area, exercise control over the activities, creating the feeling that foreigners have taken over 
the whole situation. Procedures and benefits begin to be performed according to 
specifications. Although this contributes to increased productivity, the community may 
develop negative feelings against the loss of local culture. On the other hand, the 
materialistic quality of life of the inhabitants improves as they learn new ideas and earn 
higher incomes. There can also be a rebirth of local handicrafts, since these objects are 
highly desired by tourists. The increased production of local handicrafts to meet tourist 
demand generates revenue and contributes to the emergence of a craftsmanship consisting 
of many small businesses in homes or in local art studios. The existence of jobs causes an 
increase in population and intensifies social pressures. An area that used to be a quiet rural 
community is suddenly in an urban or semi-urban setting. 
At the final stage of Marasmus, the destination has been saturated and residents are unhappy 
as tourism has not all the expected benefits. The destination is no longer popular and visitors 
are looking for other untold destinations. At the end of the life cycle of the tourist product 
there may be a decline or rejuvenation. A downturn may occur if the tourist market continues 
to shrink and the tourist area is unable to compete with other tourist destinations. The 
number of tourists is decreasing and foreign investors are moving away. While revitalizing 
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the tourist destination, it can come about by leveraging the resources of the area that have 
so far remained unused or by creating new ones. 
At this point it should be emphasized that it is not certain that a destination will pass through 
all stages. One can pass everything, another to pass directly from the first to the third and 
the other to stay only in the first or second. Therefore, in order to avoid collapse and maintain 
the quality and duration of the life cycle of a tourist destination, the aim is to pursue an 
internal planning and integrated management in order to meet the changing challenges of 
the tourism market over time and also of the local environment as determined by its 
limitations and peculiarities. A prerequisite for this design is to take into account the 
carrying capacity of the destination. Many researchers have argued that the lifecycle of most 
tourism destinations evolves to this pre-developed pattern, as Butler and many studies 
suggest it can be applied to many destinations. Other researchers, such as Douglas (1997), 
believe that Butler's model cannot explain the evolution of the life cycle of many tourist 
destinations and propose modifications or alternative models that they think are best suited 
to the development process of those destinations. 
In short, tourism is inevitably transforming the environment. What is important is that this 
effect has the least negative consequences, not only in the present but also in the future. 
Given the positive and negative consequences, each tourist destination experiences a life 
cycle that begins from the stage of its exploration and, after going through the stages of 
engagement, development, consolidation and extinction, reaches the stage of crisis where 
renewal or collapse will occur. The factors that shape the above stages of development are 
local residents and entrepreneurs, Greek and foreign investors, travel organizers, tourists 
themselves, as well as the state with development and investment programs. 
As already mentioned, it is not certain that every destination experiences all the above 
stages. One can "go" from exploration directly to growth, another from growth to wilting 
while one may never reach wilting. In order to prevent a tourist destination from reaching 
the withering stage, it must pursue sustainable tourism development, taking into account its 
carrying capacity, which indicates its resilience to infrastructure and the environment. It is 
therefore clear that without clear development goals, which integrate economic and social 
development with the environmental dimension, problems will arise which will not only 
breed, but will constantly lead to new impasses (Alvarez, Yuksel & Go, 2016). 
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Finally, according to the above it can be said that the tourism development of our country is 
in the final stage of its tourist product life cycle (Alvarez, Yuksel & Go, 2016) as the classic 
Greek "sun - sea" tourist model has begun to suffer because of its massive and uneven 
development and the emergence of new, more competitive destinations on the international 
market. Therefore, tourism development in our country should focus on the development of 
alternative forms of tourism and the exploitation of new resources to rejuvenate.                       
3.3. Marketing of Tourism Destinations 
To promote a destination in recent years and to improve its image, tailor-made 
development strategies based on destination marketing and branding practices are designed 
in order to attract investment as well as residents and visitors. These practices draw on 
methods and tools from different fields. Reference may be made to 'areas such as spatial 
planning, spatial development, social and economic geography, marketing research, special 
events organization, communication tool design, investment evaluation, pricing, online tool 
management and measurement impact. These are strategies that need flexibility in order to 
address different audiences as well as niche markets. The particular characteristics of a 
place, as well as the social and economic conditions, are the basis on which these practices 
must be built. At the same time, they should be prepared to deal with crises and problems. 
It should also be noted that the destinations' Marketing strategies are not aimed at advertising 
and sales, as space is not perceived as a 'product'. These are essentially strategies that, 
through the use of communication tools, seek to improve or even enhance the image and 
identity of a destination, which will help to attract visitors, residents and investments, and 
sometimes need to reverse the negative image and reputation. that may have acquired a place 
(Deffner et al., 2012). 
It has been realized, both at local and national level, that a more comprehensive strategy 
based on the promotion of the identity of a place, of a society is needed. In this way, the 
destination will gain a competitive identity (Font & McCabe, 2017). This strategy should 
take into account and provide for measures related to various sectors, such as tourism, social, 
economic and cultural development, environmental planning, etc., in order to upgrade and 
maintain high levels of quality of the good offered. The high quality levels of the good 
destination are the ones that create a positive impression on the visitor and make the 
destination more competitive than others (Font & McCabe, 2017). A competitive destination 
should satisfy the 'want' of the visitor - the tourist, by providing him with meaningful 
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experiences, based on the 'Who can I do on my vacation' philosophy and not on 'What can I 
do on my vacation' (Alvarez, Yuksel & Go, 2016). 
Destination marketing is defined as a long-term process or strategy of interconnected actions 
and measures to maintain or increase the attractiveness of a destination for specific groups 
of the population (Font & McCabe, 2017). It is a discipline that aims to create a strategic 
plan for promoting the destination, by answering three key questions: where is the place at 
the moment, what is the desired place to reach and with what will happen (Alvarez, Yuksel 
& Go, 2016). 
Communication tools are used to enhance and enhance the image and identity of a 
destination (Serra, Font & Ivanova, 2017). The image of a destination relates to the 
generalized view that dominates it, whether it is positive or negative, whether it is fair or 
not, and which results from a variety of factors, such as advertising, media promotion, 
descriptions from various sources as well as a person's personal experience (Serra, Font & 
Ivanova, 2017). 
The efforts of various cities and regions to reconstruct and enhance their image through the 
exploitation of their particular characteristics have been observed and recorded over time. 
The aim is to create a competitive identity that will enable them to survive in this context of 
global competition. The distinctive features of a place, its cultural heritage, that make up its 
personality are those that make it unique and give it a comparative advantage (Alvarez, 
Yuksel & Go, 2016). This destination can be made very attractive through the marketing 
process and the use of the right tools to promote and highlight its unique local features 
(Serra, Font & Ivanova, 2017). 
Specifically, destination marketing emphasizes the need to identify itself and is the practice 
through which the tools and measures for its promotion are developed, in order to meet the 
needs of the target markets. It contributes through appropriate planning, through the drawing 
up of a City Marketing Plan - a key tool of destination marketing - to the social and economic 
development of a destination (Serra, Font & Ivanova, 2017). A destination marketing 
strategy can be autonomous or it can be designed in the context of formulating a broader 
development strategy, where it is complementary to achieving its goals by creating an image 
of the destination that is their visual expression (Font & McCabe, 2017). 
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Implementing a destination marketing plan requires collaboration between all the 
stakeholders of a destination, both public (regional and local) and private, in order to define 
measures in different areas, such as the financial sector and entrepreneurship, the social 
sector, culture etc. (Serra, Font & Ivanova, 2017). The process followed for developing a 
marketing plan is the same as suggested by the basic strategic management model (Kotler 
et al., 2008). In order for a marketing plan to be successful, it must achieve the 
predetermined goals and satisfy both the visitors and the residents, the businesses of the 
place by its 'visibility and consumption' (Alvarez, Yuksel & Go, 2016). 
 
 
 
 
 
 
 
 
Chapter 4 Research Methodology 
The current study is characterized as quantitative and it has been chosen for the 
ability to collect large volumes of data and make correlations between variables (Sekaran & 
Bougie, 2016). In particular, quantitative research offers the researcher the ability to collect 
quantitative data that answer research questions accurately and concisely as long as the 
research tool is appropriately formulated (Sekaran & Bougie, 2016). 
 
The overall objective of the research was to investigate the perceptions of tourists on 
Chalkidiki as a destination in general and as a winter destination. Based on the purpose of 
the research, the following research questions were formulated, which will be answered 
through statistical analysis: 
 
1. Which are tourists’ perceptions on Chalkidiki as a destination? 
2. How tourists acquire information regarding Chalkidiki as a tourism destination?  
3. What tourists believe regarding the current promotion and destination management 
of Chalkidiki? 
4. Which are the limitations regarding Chalkidiki as a winter destination? 
 
 27 
4.1. The Data Collection Tool 
The questionnaire was used as a collection tool for collecting the survey data and 
answering the research questions. In particular, the research questionnaire was based on the 
research objective and the research questions. 
 
The questionnaire that was used to provide the researcher with data regarding the consumers 
opinions on influencer marketing consists of ten (10) questions. 
 
The first page of the questionnaire being used to present the researcher, inform the 
respondents about the purpose of the research and provide instructions on how to complete 
the questionnaire. The questionnaire was formed as follows: 
 
Questions 1 to 7 are questions regarding the research topic and specifically, about tourists’ 
perceptions on Chalkidiki as a destination, how tourists acquire information regarding 
Chalkidiki as a tourism destination, what tourists believe regarding the current promotion 
and destination management of Chalkidiki and which are the limitations regarding 
Chalkidiki as a winter destination. Questions 8-10 refer to demographic characteristics of 
the respondents. 
 
4.2. The Sampling of Research 
The sampling method in this research effort was the snowball sampling method 
according to which the sample of the research was created after recruitment of respondents 
by the original respondents. The final sample number was 77 tourists. The sampling method 
aims at drawing useful conclusions, with the final size being tailored to the limitations of 
the research and, in particular, access to tourists of Chalkidiki and the limited time of data 
collection. 
 
4.3. Research process 
The survey was conducted in a sample of tourists during December 2019, with the 
questionnaires being distributed electronically and the responses collected through the 
creation of the questionnaire in Google form. All respondents were informed regarding the 
voluntary nature of their participation, the use of their responses only in the context of the 
present investigation as well as the anonymity of their participation and responses. 
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Finally, SPSS 24.0 was used for data analysis. Initially, the responses of the respondents 
were coded, followed by their input into the software with the creation of the database. 
Afterwards, descriptive statistical analysis was performed from which percentages and 
frequencies were extracted and the answers of the respondents were presented using tables 
and bar charts. 
 
 
 
 
 
 
 
 
Chapter 5 Results 
The results from the primary research are presented below. The findings follow the 
sequence of the questionnaire. 
1) Knowledge of Chalkidiki 
Table 1 and Figure 1 present the answers of the respondents regarding their knowledge of 
Chalkidiki. Specifically, 39% of the respondents have an excellent knowledge of 
Chalikidiki, 36.4% have a very good knowledge, while 24.7% some knowledge. 
 
Table 1: Knowledge of Chalkidiki 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
 Excellent 30 39.0 39.0 39.0 
Very good 28 36.4 36.4 75.3 
Some 19 24.7 24.7 100.0 
Total 77 100.0 100.0  
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Figure 1 
 
2) Where did you acquire the information 
Table 2 and Figure 2 present the answers of the respondents on how they acquire the 
information about Chalkidiki. Specifically, 80.5% of the respondents have their own 
knowledge about Chalikidiki, 46.8% acquire information mouth to mouth, 16.9% from 
social media and only 13% from destination related websites.  
Table 2: Information acquisition on location 
 Percentage 
Destination related websites 13% 
Social Media 16.9% 
Mouth to mouth 46.8% 
Own knowledge 80.5% 
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 30 
 
Figure 2 
3) Opinion on promotion and destination management of Chalkidiki 
Table 3 and Figure 3 present the answers of the respondents regarding their opinion 
on promotion and destination management of Chalkidiki. Specifically, 50.6% of the 
respondents have a good opinion on promotion and destination management of Chalkidiki, 
23.4% have a fair opinion, while 9.1% have a poor opinion on promotion and destination 
management of Chalkidiki. 
Table 3: Opinion on promotion and destination management of 
Chalkidiki 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
 Excellent 13 16.9 16.9 16.9 
Good 39 50.6 50.6 67.5 
Fair 18 23.4 23.4 90.9 
Poor 7 9.1 9.1 100.0 
Total 77 100.0 100.0  
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Figure 3 
4) Have you ever visited Chalkidiki 
Table 4 and Figure 4 present the answers of the respondents regarding whether they have 
visited Chalkidiki. Specifically, 98.7% of the respondents answer that they have visited 
Chalkidiki. 
 
Table 4: Have you ever visited Chalkidiki 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
 Yes 76 98.7 98.7 98.7 
No 1 1.3 1.3 100.0 
Total 77 100.0 100.0  
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Figure 4 
5) Have you ever visited Chalkidiki in winter 
Table 5 and Figure 5 present the answers of the respondents regarding whether they have 
visited Chalkidiki in winter. Specifically, 61% of the respondents answer that they have 
visited Chalkidiki in winter. 
Table 5: Have you ever visited Chalkidiki in winter 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
 Yes 47 61.0 61.0 61.0 
No 30 39.0 39.0 100.0 
Total 77 100.0 100.0  
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Figure 5 
 
6) Limitation of Chalkidiki in winter 
Table 6 and Figure 6 present the answers of the respondents regarding the limitations 
of Chalkidiki in winter. Specifically, 31.2% of the respondents answer that Chalkidiki is not 
an appealing destination, while 13% state that Chalkidiki does not offer enough activities 
and 6.5% that the destination does not has enough visitors. 
 
Table 6: Limitation of Chalkidiki in winter 
 Percentage 
Budget 3.9% 
Distance 2.6% 
Not enough activities 13% 
Not enough visitors 6.5% 
Not enough establishments to book 5.2% 
Not appealing as a destination 31.2% 
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Figure 6 
7) Suggestions on making Chalkidiki more appealing in winter 
Tourists were asked to indicate how Chalkidiki can be a more appealing winter destination. 
Specifically, the respondents state that the destination should invest more on its winter 
facilities and activities. The majority of the participants indicate that winter activities are 
limited and their improvement and organization can have a positive effect on how Chalkidiki 
is perceived as a winter destination. 
 
8) Age 
Table 7 and Figure 7 present the answers of the respondents regarding their age. Specifically, 
the majority of the respondents were from 18 to 30 years old (68.8%) while 23.4% were 
from 31 to 45 years old. 
 
Table 7: Age 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
 18-30 53 68.8 68.8 68.8 
31-45 18 23.4 23.4 92.2 
46-60 5 6.5 6.5 98.7 
60+ 1 1.3 1.3 100.0 
Total 77 100.0 100.0  
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Figure 7 
 
9) Gender 
Table 8 and Figure 8 present the answers of the respondents regarding their gender. 
Specifically, the majority of the respondents were females (54.5%) while 45.5% were males. 
 
Table 8: Gender 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
 Male 35 45.5 45.5 45.5 
Female 42 54.5 54.5 100.0 
Total 77 100.0 100.0  
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Figure 8 
 
10) Educational level 
Table 9 and Figure 9 present the answers of the respondents regarding their educational 
level. Specifically, the majority of the respondents hold a master degree (75.3%) while 13% 
a bachelor degree. 
 
Table 9: Education 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
 School diploma 6 7.8 7.8 7.8 
Bachelor 10 13.0 13.0 20.8 
Master 58 75.3 75.3 96.1 
PhD 3 3.9 3.9 100.0 
Total 77 100.0 100.0  
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Figure 9 
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Chapter 6 Conclusion 
Taking into account what has been discussed above, here we come to some 
conclusions regarding the achievement of sustainable tourism development. Sustainable 
tourism development has therefore been found to be a key condition for the further 
development of tourism. This conclusion led to the development of the tourism 
phenomenon, both supply and demand, with the simultaneous effects of tourism in the areas 
where it takes place. It is therefore particularly important to understand the content and the 
importance of sustainable tourism development in order to create the conditions for its 
promotion and implementation. 
 
Observing the content of the definitions of sustainable development, as well as the dominant 
parameters of sustainable tourism development, it was found that in order to achieve it in 
Greece the following steps should be followed: 
• Strategic planning of tourism development, with the aim of balancing society, 
economy and environment. Tourism without planning cannot deliver, especially if 
we want it to be sustainable. 
• The local community of tourist resorts and those areas that want to get involved in 
tourism need to be informed and aware of the situation and the prospects for 
sustainable tourism development. Also, when planning, it is necessary to take into 
account the needs of the local community, its important role, and to realize the 
contribution of tourism to the development of the region. 
• Strengthen all measures that contribute to growth feedback processes. This measure 
requires observation and research in order to identify those measures and the areas 
where further development is possible. 
• Specific institutional framework to promote sustainable tourism development 
processes and local participation. Without the institutional framework, development 
is at risk of being unconditionally and conducive to irreversible negative effects. 
• Take seriously the important role of the environment for tourism in order to protect 
and upgrade it 
• Promoting measures and policies that help protect and enhance the local natural and 
built environment 
• Development of tourism activities and uses, based on scientifically sound principles 
of resource use and renewal. 
• Use of special and alternative forms of tourism as an essential axis of local tourism 
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development. Specific and alternative forms are being put into sustainable tourism 
development services as part of a program designed to offer both a larger number of 
specialized services, which meet the demand of specific groups of tourists, and to 
set up a development model that is balanced within the existing structure. 
 
Regarding Chalkidiki the research findings suggest the following: 
• The fact that only 16.9% acquire information about Chalkidiki from social media 
and 13% from destination related websites make those means of sharing information 
less attractive but still important. On the other hand, 80.5% of the respondents have 
their own knowledge about Chalkidiki, as a result, the managements of the 
destination should find ways to affect consumers’ opinion such as the participation 
on tourism events and the creation and promotion of local events. 
• 61% of the respondents answer that they have visited Chalkidiki in winter. As a 
result, it is obvious that Chalkidiki can also be a winter destination with the necessary 
development and promotion of its winter facilities and activities. 
• 31.2% of the respondents answer that Chalkidiki is not an appealing destination, 
therefore, destination image should be developed accordingly and supported by 
additional promotional activities. Moreover, 13% state that Chalkidiki does not offer 
enough activities and as a result, additional attention should be given on the activity 
development and the final tourism product. 
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